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Tourism has become an important global economic and leisure activity due to its 
growing acceptance and benefits. Therefore, countries engage in numerous marketing 
and promotional activities to attract more tourists and improve their satisfaction. If a 
destination can identify and satisfy the needs and wants of tourists, these tourists will 
probably make repeat visits and spread positive word of mouth publicity. Researchers 
have discussed the close relationships among the psychological variables, such as 
motivation, attitude, perception, and satisfaction. Therefore, it is worthwhile to use 
these variables to study about the tourists’ behavior. 
 
The objective of this research study is to identify the perception and satisfaction of the 
international tourists who spend their holidays in Sri Lanka. In addition, the study 
examines the travel motives, both push and pull, which influence the selection of Sri 
Lanka as a holiday destination. This research adopts questionnaire survey by personal 
interviews conducted with the international tourists while they spend their holidays in 
Sri Lanka. Questionnaire survey was conducted with 204 respondents by convenience 
sampling. The data is analyzed using descriptive statistics, factor analysis, correlation 
and regression analysis, and ANOVA to obtain research findings. A Bonferroni 
method of multiple mean comparisons is utilized to identify the travel motives of the 
tourists. 
 
The result of the proposed model confirms that there is a positive correlation and 
linear relationship between the dependent (tourists’ satisfaction) and independent 
variables (destination related factors that affect for the perception of the tourists). The 
multiple regression analysis results show that the model exists and is named as 
DESSAT (Destination Satisfaction). When the factors are considered individually, 
they are all significant, which imply that those factors are influencing the satisfaction 
of the tourists. However, when all variables are considered together as a model, some 
factors are insignificant. The most influential factors for the tourists’ satisfaction are 
attractions, accommodation & entertainment, food & beverages, guide services & 

















Both push and pull motives are identified and grouped as primary, secondary, 
moderate, and least motives. The most influential push factor is the rest and relaxation 
needs, as well as, escape from the busy job, be away from monotonous/busy life, 
experience the different life style learn new things, and search for new knowledge. 
The most influential pull motives are the natural beauty and the diversity of flora and 
fauna of Sri Lanka. In addition to that, Sri Lankan culture, Buddhism, historical 
monuments/buildings, friendliness of Sri Lankans, customs & traditions, sandy 
beaches, national parks, diversity of attractions, quality of the climate, food & 
beverages, etc. are highly influential to the selection of Sri Lanka. It is highlighted 
that Sri Lankan culture, natural beauty, and diversity of the attractions are highly 
influential to the tourists to spend their holiday in Sri Lanka. 
 
The study concluded that the tourists who visit Sri Lanka have developed positive 
perception and satisfaction about the destination related factors. Further, the tourists 
are willing to behave positively, i.e. revisit the destination and spread the positive 
word of mouth publicity. However, the tourists are dissatisfied with several 
destination related factors of Sri Lanka and recommendations are provided to 
overcome them. Therefore, the relevant and responsible authorities should take those 
recommendations into consideration and take the necessary actions to improve those 
factors, which will be able to strengthen the positive perception and satisfaction of the 
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1.1 Background of the Study 
 
Customer satisfaction is defined by researchers based on the interaction and 
interrelationship between the customer’s pre-purchase expectations and the post 
purchase evaluation of the product and services that they have consumed (Engel et al., 
1990; Handy, 1977). The tourists’ motivation will arouse the travel needs of the tourists 
after they search the necessary products and services to satisfy those needs. As a 
consequence, the tourists will travel to different destinations to consume and achieve the 
expected benefits. The tourists will be satisfied if their exact needs are met through the 
holiday consumption; otherwise, they will be dissatisfied. The tourists will be delighted 
if they could achieve more than their expectations during the holiday.  Therefore, it is 
important and necessary to study about these factors to identify the tourists’ behavior, 
particularly their satisfaction. 
 
Tourism is considered as a highly service-oriented industry and it mainly depends on the 
movement of people between the host and guest countries. People travel in different 
countries for gratification of their needs. Iso-Ahola (1982) argued that individuals 
perceive a leisure activity as a potential pleasure producer for two major reasons. The 
activity may provide certain intrinsic rewards, such as a feeling of mastery and 
competence, which help to escape from the routine environment. Similarly, Krippendorf 
(1987) found that tourists are motivated by going away from rather than going towards 
something and the tourist motivation is self oriented. In this context, the tourist’s 
motives, attitudes, perceptions, and satisfactions are interrelated. Researchers have 
discussed the close relationships among the tourists’ motivation, attitudes, perceptions, 
and satisfaction (Iso-Ahola, 1982; Crompton, 1979; Krippendorf, 1987; Cha, McCleary 
and Uysal, 1995).  
 
Tourists’ motivation has been studied by many different researchers, employing 















behavior. When planning a tourism trip, it is necessary to answer questions like “why do 
we/they travel?”, “where to go?”, “which is the most suitable…?”, “when to go?’, 
“how?”, etc. The answers are highly influenced by the nature and level of the travel 
motives of the tourists (Gnanapala, 2008). It is somewhat easier to find the answers to 
the questions like where, when, which, how, etc. However, it is difficult to find out the 
exact answers to the basic question, “why do people travel?” Even tourists themselves 
have difficulties in giving the exact answers. Various methods have been employed to 
uncover the travel motives. The most commonly agreed upon and used in travel 
motivation research is the push and pull concept (Crompton, 1979; Chon, 1989; Pyo, 
Mihalik and Uysal, 1989; Cha, McCleary and Uysal, 1995; Jang and Cai, 2002). Push 
factors have been considered useful in explaining the desire for travel while the pull 
motives explain the destination preference. Lawrence and Nohria (2002) developed four 
different drives that describe an individual’s motivation to make choices and desire to 
act, i.e. the drive to acquire, the drive to bond, the drive to learn, and the drive to defend. 
The drive to acquire includes striving to survive by performing better than others. The 
drive to bond includes the desires of people to have social relationships with others such 
as love, friendship, trust, empathy, and belonging. The drive to learn involves the need 
of people to understand, to satisfy their curiosity, to believe, and to value environment 
and oneself through a reflective process.  
 
The result of the internal psychological influences, i.e. motives, is the tourists travelling 
to different destinations. The destination selection process is greatly influenced by the 
tourists’ motives, attitudes, and perceptions. According to Lamb et al. (2001), 
perception is the processes by which people select, organize, and interpret stimuli into a 
meaningful and coherent picture. Similarly, Solomon (2001) defined perception as the 
process by in which the sensations are selected, organized, and interpreted. Furthermore, 
the sensation refers to the immediate response of the human sensory receptors, i.e. eyes, 
ears, nose, mouth, skin to basic stimuli such as sights, sounds, smells, taste, and 
feelings. When consuming products and services, tourists compare the actual situation 
with their buying expectation and the evaluation process is highly dependent on their 
perception about the service quality and the product performance. Robbins (2005) 
defined perception as a process by which individuals organize and interpret their 
sensory impressions in order to give meaning to their environment. According to him, 














 3  
the situation, factors in the perceiver, and factors in the target. The tourists perceive the 
taste, quality, and nature through the five senses and perception may be different from 
tourist to tourist. For example, the same service of a star class hotel may be perceived 
by different tourists in different ways. Therefore, the perceived service quality may 
directly affect the tourists’ satisfaction. 
 
Researchers have discussed the close relationship between the tourists’ perception and 
satisfaction (Iso-Ahola, 1982; Crompton, 1979; Krippendorf, 1987). Customer 
satisfaction is an important and valuable concept in tourism marketing and it helps to 
create, to develop, and to maintain a favorable publicity and goodwill of a tourist 
destination/resort. According to Hayes (1997), understanding of the customer 
expectations is important, first, to identify how customer defines the quality and second, 
to facilitate the development for customer satisfaction. Satisfaction is a measure of how 
products and services supplied by a country/destination meet or surpass the customer 
expectation. Further, customer satisfaction is considered as a main and important 
performance indicator of business operations.  In the competitive tourism business, 
customer satisfaction has become a key element of business strategy and can be used to 
differentiate one destination/resort from their competitors. Tourists come to destinations 
to satisfy their needs through the holiday consumption. This satisfaction can be defined 
as tourists getting a psychological relief for the motivators that have aroused and 
influenced the pre-decision making stage of the holiday.  
 
Tourists travel to different destinations and engage in numerous activities according to 
their travel motives and return to their host countries with memories. Previous studies 
have identified that tourists revisit the same destination and spread the positive word of 
mouth publicity when their needs are satisfied (Barsky, 1992; Beeho and Prentice, 1997; 
Kozak and Rimmington, 2000; Pizam, 1994; Ross, 1993). According to Jacoby and 
Chestnut (1978), a tourist’s revisit decision depends on trip experiences, satisfaction, 
and cognitive (choice) process. Since the micro and macro, both, tourism environments 
are highly complex, competitive and dynamic, it is increasingly important to study the 
behavior of tourists specially regarding to motivation, perception and satisfaction 
(Kotler et al., 2003).  
 















over time through learning. Therefore, the previous travel experiences affect the 
tourists’ perception and satisfaction, which motivate them to revisit the destination 
(Dann, 1995; Beerli and Martin, 2004; Chon, 1992). Strong travel motives influence the 
tourists in selecting the suitable destinations for the gratification of their travel needs, 
while the perception affect the satisfaction and the behavioral intention, i.e. revisit 
decision and the positive word of mouth publicity.   
 
Motivation and satisfaction are interrelated like two sides of a coin. Tourists make travel 
decisions based on some expectations. Moutinho (1987) described satisfaction as a 
function of the relationship between pre travel expectations and post travel experiences. 
If the tourists’ travel expectations are met during the holiday, then they are satisfied; 
otherwise, they are dissatisfied. Weber (1996) and Truong & King (2006) stated that 
tourists’ satisfaction is an important concept in marketing and has a key influence over 
the potential purchase, market share, and the word of mouth publicity. Also, Oliver and 
Desarbo (1998) highlighted that the tourists are satisfied when the expectations match 
with the actual performance and situation. According to Wang et al. (2009), tourists’ 
satisfaction is a feeling that generate through the cognitive and emotional aspects of 
tourism activities. Satisfaction is mainly based on the tourists’ expectations, destination 
image, perceived quality and perceived value. Also, the consumer satisfaction can be 
seen as a relationship between the costs and the anticipated rewards (benefits) (Oliver 
and Swan, 1989). According to them, tourists receive benefits or value based on the time, 
efforts, and money used for traveling to the destination and the activities undertaken 
during the stay.  
 
According to Vavra (1997), customer satisfaction is the key and important criterion for 
determining the quality and value of the products which are delivered to the customers.  
Since tourism is a highly service oriented industry, the service providers need to take 
actions and measures to maintain the service quality and standards. MacKay and 
Crompton (1990) argued that consumer satisfaction is a psychological outcome that 
emerges from experiencing the products and service. Pittman (1998) expressed that 
motivation is related to satisfaction. He argued that motivation is the activation of 
internal desires, needs and concerns, which energizes behavior and sends the organism 
in a particular direction aimed at satisfaction of motivational needs. Barsky and Labagh 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
